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ABSTRACT 
With the successful hosting of the 2008 Beijing Olympic Games, there is an 
enormous opportunity of city brand marketing for China. Sports marketing, especially 
the marketing of the large-scale sports games, is the most important way of city 
marketing. As the result of the economic globalization, many cities make use of the 
large-scale sports games to serve city marketing. It’s helpful to improve the city's 
international reputation and brand. As the cities are taking similar ways to compete 
with each other, it becomes more and more important to understand the skills in 
building city brand by taking advantage of large-scale sports games. Cities can 
employ the activity to shape and improve the city’s brand, build the core competition 
of the city, and promote the city’s competitive advantage. 
Based on the comprehensive understanding of the city brand building theory, the 
current thesis analyzes the case with the theories of mass communication and 
marketing. It discusses the subjects, contents, media and effects of the city brand. 
Then the thesis builds up a theory frame for the city brand building system through 
hosting large-scale sports games. The thesis constructs a main system that can be 
analyzed by quantitative or qualitative method. In the end, the thesis carries on a 
positive analysis on Xiamen International marathon. As a result of data analysis, it 
proves the marathon help to shape and spread the city brand “A warm and energetic 
scenic seaport city” for Xiamen and put forward the suggestion. 
In short, the thesis applied 5W model for the first time in city brand construction, 
and gives the author’s own opinion about how to evaluate the effect of city brand 
building through the large-scale sports games. 
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